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Abstract
Twitter, a popular social networking platform, offers unique opportunities for sharing and
disseminating health-related information to the public. Health campaigns frequently use Twitter
to raise awareness and encourage a healthy lifestyle among users. The present study aims to
investigate health campaigns’ use of Twitter for promoting strategic health messages and public
engagement. Through a content analysis of a sample of national health campaigns’ (Let’s Move!,
The Heart Truth, Breast Cancer Awareness & Truth) tweets, the research identifies interactive
features and message functions across campaign profiles. This study found that most health
campaigns use Twitter as a one-way communication tool. This study further extends the literature
on dialogic principles and health communication. The study also discusses the theoretical and
practical implications of the results.
Keywords: Health Campaigns, Social Media, Twitter, Dialogic Principles
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The Pew Research Center found that as of January 2014, 87 percent of U.S. adults use the
Internet (Health Fact Sheet, 2013). Also, as of 2015, over 65 percent of the United States
population belong to a social networking site, such as Facebook, Twitter, and LinkedIn (Perrin,
2015). Globally, in 2015, Statista estimated that there are 2.22 billion Internet users on one or
more social media platforms (Topic: Social Media, 2015). While 72 percent of adult Internet
users went online to find relevant health information (Health Fact Sheet, 2013).
Twitter is a popular social media platform for promoting and sharing health-related
information (Pagoto et al., 2014; Pagoto el al., 2015; So et al., 2016). The Pew Research Center
found that 23 percent of Internet users have a Twitter account (Duggan, Ellison, Lampe, Lenhart,
& Madden, 2015). Moreover, 80 percent of Twitter users access the site via mobile devices
(Topic: Social Media, 2015). As more of the world population joins social media sites, public
health departments and researchers increasingly become interested in how to use social media to
send persuasive health messages and motivate behavior change. These shifts to people searching
for health information online challenges local health departments and governments to adapt to the
needs and wants of its target population and to learn how to effectively use social media for
health purposes (“Health Fact Sheet”, 2013). It is also advantageous for campaigns to use social
media platforms for health initiatives because of its broad reach, low production cost, and easy
accessibility (Park, Reber, & Chon, 2016; Pagoto et al., 2014). Also, the use of mobile devices,
such as smartphones, allow researchers to reach their targeted population during all times of the
day (Topic: Social Media, 2015).
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Researchers in the health communication field examined the use of social media for
disseminating health information, public engagement, and building dialogic relationships with
key publics (Lee & Sundar, 2013; Neiger, Thackeray, & Reese, 2013; Thackeray, Burton,
Giraud-Carrier, Rollins, & Draper, 2013; Park et al. 2016). Further, limited research examined
the use of the dialogic theory within health communication and for analyzing public health
campaigns (Thackeray et al., 2013; Park et al., 2016). However, there has been frequent research
released on the use of social media by health organizations (Neiger et al., 2013; Park et al., 2016;
Park, Rodgers, & Stemmie, 2013).
Based on Kent and Taylor’s (1998) dialogic theory, this study applied the five principles
of dialogic communication through a content analysis of four public health campaigns’ (Let's
Move!, The Heart Truth, BCA, & Truth) use of Twitter for motivating behavior change, and
increasingly awareness of risk factors, and the importance of healthy living. For example,
encouraging physical activity among the U.S. population is common in health campaigns. The
Center for Disease Control and Prevention (CDC), found that most Americans are not getting
enough physical activity, and only one in five adults meet the 2008 Physical Activity Guidelines
(Adult Obesity Facts, 2013; Ogden, Caroll, Kit, & Flegal, 2014), even though research showed
that physical activity decreases the risk of heart disease, maintains healthy body weight, and
increases academic achievement in students ("Heart Truth," 2016; Let's Move!, 2016).
Michelle Obama, the First Lady, implemented the Let's Move! Campaign with the goal of
ending childhood obesity in this generation of kids. Obesity continues to become an issue for
children in the U.S. The campaign's website notes that one in three children suffer from obesity
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(Let’s Move!, 2016). The campaign attempts to reduce childhood obesity through empowering
parents and caregivers, providing schools with healthy foods, and increasing physical activity in
kids (Let's Move!, 2016). Secondly, the American Heart Association's The Heart Truth primary
objective is to increase awareness of the risk factors of heart disease and the importance of
healthy living among women. According to the campaign's website, heart disease is the number
one killer of women in the United States ("Heart Truth," 2016). Thirdly, the Breast Cancer
Awareness Campaign (BCA), founded in 1992, is a global initiative with the goals of increasing
awareness about breast cancer and research funding. The campaign has currently raised more
than $65 million dollars for research, education, and medical services. The BCA campaign is
most known for its Pink Ribbon products (BCA Campaign, 2016). Lastly, the Truth campaign’s
primary objective is to reduce teen usage of tobacco products. On their website, the campaign
notes how teen smoking increases the likelihood of cancer (About Truth, 2016).
Due to the increased interest by scholars in the use of social media for public health
initiatives (Bennett, & Glasgow, 2009), this study asked two research questions about the use of
Twitter by public health campaigns. The first question asks how the principles of dialogic
communication apply to health campaigns' (Let's Move!, The Heart Truth, BCA, & Truth) use of
Twitter for public engagement, relationship building, and health promotion. The second question
asked how an awareness campaign and behavior change campaign differ in their use of social
media. The purpose of this research is to increase the knowledge of how to use social media
effectively for health initiatives, potential health message strategies, and to provide a comparison
for different outcome-based campaigns.
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The next section provides background literature on the study of Twitter and health
communication. It first explored the recent use of the dialogic theory for analyzing social
networking sites. Secondly, the literature reviews how communication scholars have studied
social media as it connects to the healthcare field, particularly by health organizations, users, and
public health departments. Lastly, the review examined the limited academic research on how
health campaigns are using social media platforms strategically to achieve their campaign goals
and outcomes. Afterwards, the study concluded with a detailed overview of the methodology,
research findings, limitations, and suggestions for future areas of research.
Literature Review
Health Campaigns & Social Media. Although much has been written on how health
organizations use Twitter, little research examines the use of the social network site for health
campaigns to encourage healthy living and influence behavior change (Thackeray et al. 2012).
Public health communication campaigns are implemented to address health problems, such as
diet, lack of physical activity, tobacco use, and AIDS prevention (Bennett 2009; Korda & Itani,
2013). Recently, public health departments became interested in strategically designing health
initiatives for social networking sites (Korda & Itani, 2013; "Twitter & Public Health", 2015).
However, studies on the social media use by public health departments for health initiatives are
limited or in early development (Thackeray, Neiger, Smith, & Wagenen, 2012). Smyser (2014)
found that health campaigns using new media are more likely to reach more people and
encourage motivation to change behavior. Public health communication campaigns can be
challenging because they attempt to influence behavior and complex attitudes (Lee 2014).
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Limited research examines health campaigns use of social media, and most research
examines awareness health campaigns. Prasetyo, Hauff, Nguyen, Broek, & Hiemstra (2015)
examined the impact of the Movember campaign on Twitter across countries. The researchers
also investigated the effectiveness of the campaign's achievement of goals, such as awareness and
funding, and determined the campaign did achieve its desired outcomes. Smyser (2014)
investigated the 'Toxic Butts' campaign on social media through a case study. Thackeray et al.
(2013) examined breast cancer awareness month on Twitter, and found that tweet posts were
being used as one-way communication tool, lacking engagement and relationship building. This
research aims to contribute to literature on the subject and expand research on dialogic features
and public health campaigns designed to change behavior and raise awareness.

Twitter for Health Communication. Social media platforms are common sources for sharing
and finding health information. Per the Pew Research Center, 72 percent of adult Internet users
said they looked online for health information within the past year (Health Fact Sheet, 2013).
Twitter has been identified by scholars as a popular platform for disseminating and promoting
health-related messages by health users and organizations (Bardus, 2011; Health Tweets", 2012;
Park et al., 2016; Pagoto et al., 2014). As of 2015, 304 million active users belong to Twitter
along with 500 million tweets per day published ("Company", 2016).
Limited research explored the use of the dialogic theory within a health communication
context. Park, Reber, et al. (2016) study is the first to examine the interactive features and
message functions of three health organizations while applying the dialogic theory. Park et al.
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(2016) found that health organizations, such as the American Heart Association, American
Diabetes Association, and the American Cancer Association did not embrace the dialogic
principles on Twitter. This was one of the first studies by communication scholars to expand and
apply the literature of dialogic theory to health communication. Twitter is primarily used for
micro-blogging and releasing real-time posts, which means the posts are available immediately to
the users. According to the Twitter about page, Twitter allows users to post short (140 characters)
posts that can be disseminated to other users. With Twitter, users can post tweets to their profile,
follow (subscribe) to other users, and retweet information to users subscribed to them
("Company", 2016). Because of these key interactive features of Twitter, the social networking
platform has been identified as a promising channel for sharing health-related information along
with its ability to reach large amounts of people quickly (Ramanadhan, Mendez, Rao, &
Viswanath, 2013). The social media channel lends itself to public engagement and two-way
communication because of these interactivity features.
Twitter also allows health organizations and users to engage in dialogic communication
with their key stakeholders. Various research examined the use of Twitter by health
organizations, health users and professionals (Lee & Sundar, 2013; Neiger et al., 2013; Park et
al., 2013; Pagoto et al., 2014; Pagoto et al., 2015; Ramanadhan et al., 2013; Rui, Raymond, &
Damiano, 2013; Theunissen & Noordin, 2012). Twitter has been studied as a tool for disease
prevention (Chew & Eysenbach, 2010), health promotion ("Health Tweets", 2012), and public
health education (Thackeray, Neiger, & Keller 2012). Communication researchers have also
examined how people use the retweet function on Twitter to share and disseminate about
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information about obesity. So et al. (2016) explored how and why people retweet obesity-related
tweets on Twitter through a content analysis of relevant hashtags. The researchers learned that
tweets that focused on emotion, humor, and individuality were more frequently retweeted.
Most of the current research shows that health organizations and campaigns do not engage
in two-way communication with their key publics. Extant research finds that health organizations
use it merely as a one-way communication tool (Lee, 2014; Lovejoy et al. 2012; Neiger et al.,
2013; Park et al. 2016; Thackeray, Neiger & Keller, 2012; Theunissen & Noordin, 2012). This
means that public health agencies focus more on information sharing than engagement and
relationship building with the targeted population. However, scholars highlight that social media
use is enhanced when organizations use the platforms to create continuous two-way
communication with their key publics (Thackeray, Neiger, & Keller, 2012). The purpose of this
study is to examine the extent to which health campaign are using Twitter's dialogic features and
how these features are being used to engage the public.
Dialogic Theory & Social Networking. Dialogic communication benefits organizations
by sharing information, public engagement, and building relationships (Lovejoy & Saxton, 2012;
Kent & Taylor, 1998; Neiger et al., 2013). The dialogic theory has been used to evaluate the
effectiveness of traditional public relations, websites, and, most recently, social media platforms.
Kent & Taylor (1998) define dialogic communication as "any negotiated exchange of ideas and
opinions" (325). Kent & Taylor (1998) created several dialogic strategies that are key factors to
having dialogic communication on the Internet. These five principles include: (a) ease of
interface, (b) conservation of visitors, (c) generation of return visits, (d) provision of useful
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information, and (e) creation of a dialogic loop. Kent & Taylor (1998) originally designed the
five principles for use in studying the dialogic potential of websites. Building on their work, Kent
& Taylor (2002) modified the five dialogic principles to explore how 100 organizations in the
web use dialogic communication for engagement and relationship building. Recently, scholars
examined these principles of dialogic communication for use in studying social media platforms
(Bortee & Seltzer, 2009; Lee, 2014; Lovejoy & Saxton, 2012).
User-participation and user-generated content drives social networking sites' content
(Kent & Taylor 2002). Studies examine dialogic potential in two social networking sites,
Facebook & Twitter. Bortee & Seltzer (2009) analyzed environmental advocacy groups'
Facebook profiles to discover the use of dialogic strategies and engaging stakeholders. Lovejoy
& Saxton (2012) explored the use of Twitter by nonprofit organizations, and Rybalko & Seltzer
(2010) explored the use of Twitter by Fortune 500 companies. Recently, the theory has been used
in exploring dialogic potential in a health context. Neiger et al. (2013) examines health
departments on Twitter for information sharing, action, and public engagement. Park et al. (2016)
introduced the theory into the health communication context by examining three health
organizations' use of dialogic features and message functions. Scholars rarely employ this theory
to study public communication campaigns. Lee (2014) examines the use of dialogic principles in
a Singapore public communication campaign for love and marriage. The researchers examined
the campaign with focus groups, content analysis, and interview methods for the Singapore
public campaign called Beautifully Imperfect. The researchers found that the public campaign
was not effective because it did not apply the dialogic principles and Facebook was used as a
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one-way communication channel (Lee 2014). The consensus among dialogic scholars concludes
that public communicators do not take advantage of the dialogic potential of the web and social
networking channels. Social media platforms are used as a one-communication tool, intended
only for information-sharing (Bortee & Seltzer, 2009; Lee, 2014; Lovejoy & Saxton, 2012;
Muckensturm, 2013; Neiger et al., 2013; Park et al. 2016). In contrast, one-way communication
strategies can be effective in certain circumstances. Saxton & Waters (2014) found that one-way
informational messages are more likely to be retweeted.
Twitter, commonly used just for sharing information, is also an effective communication
tool for dialogic communication and engagement (Lovejoy et al., 2012; Park et al., 2016). Studies
of Twitter show that it is dialogic in nature, with key features, such as retweets and replies that
provide dialogic loops (Park et al., 2016). The retweet feature allows Twitter users to republish a
tweet from another user's profile. While replies use the @ symbol for spreading messages and
sharing information with an audience for ongoing conversations (Lovejoy et al. 2012; Park et al.,
2016). These features have been studied in both websites and social networking sites (Bortee &
Seltzer 2009; Rybalko & Seltzer 2010). Hashtags and hyperlinks also allow for interactivity on
Twitter. Hyperlinks allow the user to provide other users with relevant information beyond the
character limitations on Twitter. Hashtags, which start with the pound (#) symbol, help connect
tweets to common themes and topics shared by users. These features of Twitter are used to
increase participation and dialogue between users on the social network site (Lovejoy & Saxton,
2012; Park et al. 2016). The next section provides an overview of the numerous ways Twitter is
being studied by health communication scholars.
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Gaps in Literature. There are several gaps found within the literature review that need
further investigation. First, only one study has introduced the dialogic theory to health
communication (Park et al. 2016), and, only recently have communication scholars used the
theory to explore the use of social media platforms for public engagement and relationship
building. Second, there is limited research that examines the use of public health communication
campaigns on social media and its effectiveness at delivering messages and encouraging behavior
change. Third, no research could be found that distinguishes between behavior-based campaigns
and awareness-based campaigns, and whether one is more effective on social media. Lastly, no
research examines multiple health campaigns for a comparison between the research findings.
This research aims to fill those gaps by adding research to the use of dialogic communication on
social media, within the health communication context, and across multiple health campaigns on
Twitter. Thus, this study proposes two research questions:

RQ1: To what extent do public health communication campaigns (Let's Move!, The Heart Truth,
BCA, & Truth) employ the principles of dialogic communication?

RQ2: How do behavior change public health communication campaigns (Let's Move! & Truth)
differ from awareness (The Heart Truth & BCA) campaigns on Twitter?
Methods
This study used content analysis to examine how public health campaigns use Twitter for public
engagement and relationship building. Four health campaigns were selected: Let’s Move!, The
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Heart Truth, BCA, and Truth. These particularly campaigns were selected because of their
established and active Twitter presence and large number of followers. These campaigns were
also chosen because they cover diverse issues related to health concerns, such as inactivity, eating
healthy, and tobacco consumption. Awareness campaigns were chosen if their primary objective
was to increase awareness of a health issues (i.e. heart disease). Outcome campaigns were chosen
if their primary objective was to change a behavior of a targeted population (i.e. teens smoking).
One graduate student collected the data on October 21-23 of 2016 and coded the data in four
separate excel sheets, one for each campaign. The excel sheet (see Table 1.1), tallied each tweet
that fell under one or more of the categories. The tweets were then separated into tweets posted
by the campaign (original tweets) and retweets.

Sampling. A total of four Twitter account profiles were analyzed for this study: @LetsMove,
@TheHeartTruth, @TruthOrange, and @BCACampaign. For the Let’s Move! campaign data was
collected from March-October 2016, The Heart Truth from January 2015-October 2016, The
Truth campaign was from June 2016-October 2016, and the BCA Campaign from March 2016October 2016. The data collection timeframe varies because some campaigns tweeted more
frequently. A total of 1,200 tweets were sampled for data collection and analyzed. The sampling
collected was limited at 1,200 tweets because it is difficult, or sometimes, not even possible to
collect Twitter data after a year (Park, Reber, et al., 2016). Also, it provided an even number of
tweets (300 per campaign). At the beginning of the data collection, the Let’s Move! campaign had
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187,900 followers, The Heart Truth had 47,600 followers, Truth campaign had 136,300
followers, and the BCA Campaign had 30,700 followers on Twitter.

Coding Categories. The following coding categories were adopted from previous social media
studies on dialogic communication (Lovejoy & Saxton, 2012; Muckensturm, 2013; Neiger et al.
2013; Park et al., 2013; Park et. Al 2016). For this research, certain categories were modified to
fit within the context of health communication. The principle of dialogic communication, the ease
of the interface, was not calculated during the Twitter data collection process, because Twitter
profiles are similar and uniform in nature. Thus, while the research examined some of the
concepts of these principles, the results were included in the coding categories or process (Bortee
& Seltzer, 2009 & Muckensturm, 2013).

TABLE 1.1
-------------------------------------------------------------------------------------------------------------Dialogic Loop
Providing an opportunity for the audience to respond (i.e. asking a question)
Responding to or liking a comment
Responding to a question
Responding to a complaint
Generation of Return Visitors
Running contests, challenges or trivia
Running health promotions
Asking the audience to share a status/watch a show
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Conservation of Visitors
Including links to organization’s other social media (i.e. Facebook. Youtube, etc).
Asking the audience to “like” a post
Usefulness of Information
Using of photos, gifs and videos
Giving health information or services
Providing company information, such as location
Including links to outside sources (i.e. retweeting other Twitter accounts)
------------------------------------------------------------------------------------------------------------Results. Tweets posted could include more than one dialogic principle. Of a total of 1,200 tweets
collected for analysis, 300 tweets were collected for each of the health campaigns. For the Let’s
Move campaign, 186 (62 percent) tweets posted on the profile were retweets from other profile
pages with relevant information. For The Heart Truth campaign, 20 tweets (7 percent) were
retweets from other account profiles. Moreover, The Heart Truth campaign, since geared towards
women, including women from diverse backgrounds, had 57 (19 percent) tweets posts written in
Spanish. This is important because Spanish is the second most spoken language in the U.S.
behind English with more than 37 million speakers nationwide (Lopez et al., 2013). The Truth
Campaign had 53 (18 percent) tweets that were retweeted from other relevant accounts. Lastly,
149 (49.6 percent) tweets were retweets for the BCA Campaign Twitter page.
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Table 1.2

Original Tweets

Retweets

The Heart Truth
Awareness

BCA Campaign
Awareness

Let’s Move!
Behavior

Truth
Behavior

280 (93%)

151 (50.3%)

114 (38%)

247 (82.3%)

20 (7%)

149 (49.6%)

186 (62%)

53 (18%)

RQ1: To what extent do public health communication campaigns employ the principles of
dialogic communication?

Ease of Interface. Kent & Taylor’s five principles of dialogic communication were originally
designed for website analysis. However, scholars have modified the coding scheme to be more
appropriate for social media platforms. Scholars usually remove this principle because it is
inherited in social media profiles because they are designed for practicality and ease of use due to
interface (Kent & Taylor, 1998; Lee, 2014; Muckensturm, 2013). All four of the health
campaigns included a relevant profile picture and cover photo. Also, the campaigns included a
brief description of the initiative and a link to the campaigns’ websites. This illustrates that the
campaigns had a complete profile, and if users wanted to, they could easily find information
about the campaign and a link to the website. The Heart Truth also includes the location of the
campaign – Washington, D.C. The BCA campaign features relevant hashtags (#BCAstrength) in
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its Twitter description to help connect users connect conversations, as well as the Truth campaign
that uses the #FinishIt hashtag in its Twitter bio.

Usefulness of Information. To provide the targeted population with relevant information that is
informative, beneficial and valuable is the purpose of this principle. This means that the users
should be more aware and knowledgeable after receiving information from the campaign. The
purpose of this principle is for key publics to engage in dialogic communication as informed
individuals (Kent & Taylor, 1998; Lee 2014). Links to outside sources are one way to provide the
audience with relevant information related to the campaigns outcomes, such as linking to articles
by the Center for Disease Control and Prevention (CDC) and including posts and videos on the
tweet posts (Kent & Taylor, 1998; Lee, 2014; Muckensturm, 2013). These posts are useful
because they are relevant to the targeted population and the campaigns’ objectives.
The campaigns did provide relevant information on their Twitter profiles, including the
campaign organizers, privacy policy, and website for additional information and resources.
However, this information is not useful when considering the campaigns’ goals. The brief
description and mission statement was also included. The logos and cover photos are also
relevant to the campaigns’ branding and included on their profile pages. The Heart Truth, Let’s
Move!, and the BCA Campaign used the usefulness of information principle most frequently in
their tweet posts. 90 percent of The Truth campaign tweets that fell under this principle because it
included images on the majority of its posts.
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For the Let’s Move campaign, 45 percent of the posts included this principle in the post,
while The Heart Truth campaign used this principle in 89 percent of posts. The Truth campaign
used this principle in 90 percent of tweets and the BCA Campaign included it in 46 percent of the
tweets. Of those categories, in the Let’s Move campaign, links to outside sources (39.4 percent,
see Figure 1.1) and use of photos and videos (42.1 percent) were the most commonly found in
this category. In contrast, The Heart Truth campaign, use of photos and videos (42.4 percent),
relevant health information & tips (30.3 percent, see Figure 1.2), and links to outside sources (23
percent). The Truth campaign had a very significant use of visuals in their tweets with 75 percent
of tweets containing either an image(s), GIF, or video. For the BCA campaign (58.2 percent) of
tweets contained visual images (see Figure 1.3). Also, the BCA campaign provided the most
tweets about the company (Estee Lauder) information in their posts (16.5 percent, see Figure
1.4).
Conservation of Visitors. This principle is used for keeping the targeted population on the
profile page for a longer than average duration, which should result in an action (Kent & Taylor,
2002). Regularly updating social networking sites also helps for this principle. All four of the
campaigns were active in their Twitter usage. Also, links to the campaigns’ other social media
sites keep the public on the page longer, increasing the opportunity for providing useful
information to followers. The links on the Twitter profiles also allow for interested publics to
engage longer on the platform (Lee, 2014). All four health campaigns did not utilize this dialogic
principle often in their tweet posts. The Let’s Move! campaign only included one tweet that
linked to the organization’s other social media platforms, which helps to keep the user interacting
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with the campaign. The Heart Truth campaign included two tweets that linked to the campaign’s
other social media sites (see Figure 2.1). The Truth campaign had three tweets that referred the
audience back to the campaign’s other social media sites and the BCA campaign only had one
tweet that did the same (see Figure 2.1). None of the campaigns asked their followers to “like” a
tweet post.
Generation of Return Visitors. This strategy utilizes interactive ways to encourage
followers to return to the profile page. The more followers return to the page, the more likely the
campaign can build relationships with the key publics. It is important to note that Twitter users
don’t have to visit the page but can see the campaign’s tweets appear in their news feed. Thus,
the importance of this principle should be further researched and how often individuals visit
Twitter profile pages. Creating contests and challenges to participate in allows followers to be
interested in returning to the page to view the results. Also, asking followers to share a post or
photo engages the visitors and encourages them to view other postings by followers and followup on posts. New content, such as incentives or information updates, are important to engage
followers and get them to return to the page (Lee, 2014). The Let’s Move! campaign used this
principle in (7 percent) of original tweet posts (see Figure 3.2), while The Heart Truth campaign
used the principle in (7 percent) of original tweet posts (see Figure 3.1). For the Let’s Move
campaign, contests, challenges, and trivia accounted for (2 percent), and asking the public to
share a status or watch a show accounted for 11% (see Figure 2.2). For The Heart Truth
campaign, contests, trivia and challenges were 11 percent and asking the public to share a
status/video was 9 percent of the total principle tweets. For the Truth campaign, contests, trivia,
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and challenges were 16 percent and asking the audience to share/watch a show was 8 percent, in
comparison to 1 percent for the BCA campaign. Of all the campaigns, the Truth campaign
generated the most tweets for contests and challenges (see Figure 3.3). However, for Twitter,
Park et al. (2016) notes that what is important is not how long the follower stays on the profile
page but how long they chose to remain a follower of the organization or campaign.
Dialogic Loop. Kent and Taylor (1998) argued that one advantage of new media is that it
allows the audience to provide feedback. This strategy indicates the use of communication
between the health campaign and its key publics. Two-way communication is the goal for this
strategy (Kent & Taylor, 2002). One way to engage in a dialogic loop is by responding to a
comment by a user. Likes and retweets did not fall under this category in this coding scheme, but
future research should examine the use of retweets as a two-way communication tool. Health
campaigns’ can use this principle to respond to questions, concerns and comments, as well as
offering the opportunity for key publics to respond. For the Let’s Move! campaign this dialogic
loop principle was found in less than one percent of the original tweet posts. On the other hand,
13.3 percent of The Heart Truth and BCA campaign original tweet posts included this principle
(see Figure 4.1 & 4.3). The Truth campaign had 77.3 percent of original tweets that included this
principle (see Figure 4.2). This campaign also frequently responded to the audience’s questions
regarding its anti-tobacco tweets, regardless of whether it was comment, question, or complaint
(68.4 percent). This is in comparison to BCA Campaign’s 15.2 percent and The Heart Truth
0.008 percent for the same category.
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The Let’s Move!, Truth, BCA, and The Heart Truth campaigns were used differently on
the social networking site Twitter. The awareness campaigns (BCA & The Heart Truth) relied
heavily on sharing information and one-way communication with its audience, which is
important for this type of campaign. However, they had the least public engagement and
followers than the behavior-based campaigns. The behavior change campaigns (Let’s Move! &
Truth) also used the social networking site to share information with its key publics. However,
the Truth campaign used the dialogic loop strategy more often than any of the other four
campaigns. They were also more likely to interact with their audience than the other campaigns.
Thus, the Truth campaign generated more public engagement in likes, retweets, and comments
from their followers. However, in contrast, the Let’s Move! campaign focused its attention on
retweeting relevant content from other credible sources and rarely responded to the audience’s
comments. Thus, its focus was more on providing information than interacting with its key
audience. Both behavior-based campaigns relied heavily on visuals in their tweets versus the
awareness campaigns.
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Table 1.3

Dialogic Loop
Providing an
opportunity for the
audience to
respond
Responding to or
liking a comment
Responding to a
question
Responding to a
complaint
Generation of
Return Visitors
Running contests,
challenges or trivia
Running health
promotions
Asking the
audience to share a
status/watch a
show
Conservation of
Visitors
Including links to
organization’s
other social media
Asking the
audience to “like”
a post
Usefulness of
Information
Using of photos,
gifs and videos
Giving health
information or
services
Providing company
information, such
as location
Including links to
outside sources

The Heart Truth
Awareness

BCA Campaign
Awareness

Let’s Move!
Behavior

Truth
Behavior

13.3%
2%

13.3%
0.25%

1%
0.06%

77.3%
11%

0.008%

15.2%

0%

68.4%

0%

0.006%

0%

20.2%

0%

0%

0%

7%

12%

0.026%

7%

14%

11%

0.006%

2%

16%

0%

0%

0%

0%

9%

1%

11%

8%

--

--

--

--

0.007%

0.006%

0.008%

0.012%

0%

0%

0%

0%

89%

46%

45%

90%

42.4%

58%

42.1%

75%

30.3%

0.06%

4.4%

2.4%

0%

16.5%

0%

0%

23%

0.06%

39.4%

0.07%
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RQ2: How do behavior-based campaigns differ from awareness-based campaigns on Twitter?
The Let’s Move, Truth, BCA, and The Heart Truth campaigns were used differently on the social
networking site, Twitter. The awareness campaigns (BCA & The Heart Truth) relied heavily on
sharing information and one-way communication with its audience, which is important for this
type of campaign. This is because one of the main goals of the campaign is to increase awareness
of heart disease in women. The Heart Truth campaign was the only campaign that focused on
providing tweets in Spanish. The campaign is aware that its audience is becoming increasingly
diverse. However, they had the least public engagement and followers than the behavior-based
campaigns. Both the campaigns used the dialogic principle in 13.3 percent of their tweets.
Awareness campaigns would benefit from using more dialogic strategies in their Twitter feed.
The behavior change campaigns (Let’s Move! & Truth) also used the social networking
site to share information with its targeted audience. However, the Truth campaign used the
dialogic loop strategy more often than any of the other four campaigns. They were also more
likely to respond interact with their audience than the other campaigns. Thus, the Truth campaign
generated more public engagement in the form of replies and comments, for example, 68.4
percent of the tweets in the dialogic loop principle related to responding to a comment from the
audience. In contrast, the Let’s Move! campaign focused its attention on retweeting fitness-related
and healthy living content from other credible sources (i.e. White House) and only responded to
the audience’s comments in one percent of the its tweets. Thus, its focus was more on providing
information to increase awareness than interacting with its key audience.
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Both behavior-based campaigns relied heavily on visuals in their tweets versus the
awareness campaigns. Visuals are useful to help gain the audience’s attention when viewing their
news feed as well as reinforcing the health information. The generation of return visitors was
used similarly between the types of campaigns. More research needs to be conducted on how
retweets can be a form of dialogic communication. While the Truth campaign had the highest
percentage of responses (77.3 percent), the Let’s Move! campaign focused its attention more on
retweets (62 percent). Moreover, the Let’s Move! campaign relied on retweets to build credibility
(ex: White House) while retweets from the Truth campaign was focused on replying to their
audience.

Discussion
This research provided insights into the use of social media, specifically Twitter, for public health
communication campaigns. This section summarizes the research findings, shares similarities and
differences, as well as offers opportunities for future research on the subject. To note, the Let's
Move! campaign significantly retweeted more posts from other profile pages, such as the White
House and Center for Disease and Control Prevention (CDC). However, this research did not
examine the impact of retweets vs. original content on public engagement. Thus, it cannot be
determined if original content leads to more engagement from followers on Twitter.
All of the health campaigns, except the Truth campaign, used the usefulness of
information strategy most often when sharing tweet posts. Among Fortune 500 companies on
Facebook, Rybalko & Seltzer (2010) found the principle of usefulness of information to be least
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used among the organizations. In contrast, in this study, it was one of the most used principles by
the campaigns. This study's research findings do compare to similar research on Twitter in the
health communication context. Park et al. (2016) found this principle to be used most among
public health organizations. Health organizations and campaigns may focus tweets on providing
relevant information for healthy living. Research showed that sending information is a popular
social media marketing technique for healthcare organizations and professionals (Park et al.,
2013; Rui et al. 2013; Thackeray et al., 2012). The Let's Move and the Truth campaigns’
strengths were both in their use of photos and videos, as well as offering contests and trivia to
followers. However, more than any of the other campaigns, the Truth campaign included the
most dialogic tweets and was more likely to interact with its audience. Note that the Let’s Move
campaign focused more on authority and credibility from the Obama family while the Truth
campaign focused on interacting directly with their audience and creating a two-way
communication channel. The Heart Truth and BCA campaigns had the least number of followers
and relied heavily on providing information to their audience. Few posts from the Heart Truth,
Let’s Move, and BCA campaigns encouraged dialogic communication. This is consistent with
previous findings that show Twitter being used as a one-way communication tool (Lovejoy &
Saxton, 2012; Park et al., 2016; Rui et al. 2013; Thackeray et al., 2013). However, while the Let’s
Move! campaign has slightly more followers, the Truth campaign has more interaction and
engagement from its users in two-way communication messages.
The research illustrates that awareness and behavior campaigns use the platform slightly
differently to communicate with their audience. With awareness campaigns sending health
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information and not engaging the public in dialogic communication. The Heart Truth and BCA
campaigns focused on sharing relevant health information but used less visuals than the behavior
campaigns. The Heart Truth campaign also offered several tweets in Spanish to target nonEnglish speaking populations in the U.S at risk for heart disease. The Truth campaign offered
more opportunities for followers to ask questions and comments, and replied back to followers
that sent comments or messages. This was the only campaign that directly communicated with its
public. Let's Move! never replied to any of its followers and hardly ever posted tweets that
encouraged communication between its followers and the campaign. When the campaigns used
photos, they usually included graphs of health-related information or of relevant activities
promoting healthy living, physical activity, the First Lady, and gardening.
All of the campaigns linked the website to the Twitter page and rarely ask followers to
refer to another social networking site. This may be because the links are already embedded in
the profile page. The campaigns did not ask to "like" posts often, but they did frequently ask
followers to share a status/watch a show or send recipes for a contest. The results show that the
awareness campaigns focused more on providing health information and statistics while the
behavior campaign focused more on contests and links to credible outside sources and responding
to their audience. Future social media design strategies should include more dialogic messages to
help increase engagement with their audience.
Implications for Theory & Practice. This study further contributed to research on dialogic
principles and health communication. Usefulness of information and generation of return visits
were found to be the most commonly used principles in the theory and recent research findings
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suggest the same results. This study further illustrates that the dialogic theory can be applied to
health communication studies. However, certain coding categories need to be readjusted and
modified to be relevant to the research topics. For example, health campaigns are not trying to
sell or promote a product, the “running health promotions” category is not needed for data
analysis (Park et al., 2016).
Limitations & Future Research
The tweets selected do not represent the entire population of tweets on the campaigns’ profile
pages. Also, the sampling count was too small to generate broad generalizations from the data.
During the data collection process, tweets were not randomly sampled. If the campaigns send
private messages in followers’ inboxes, this research could not identify those private messages,
only public tweets (Park et al., 2016). The principles Generation of Return Vistors and the
Conversion of Visitors do not apply to health campaigns and their objectives. Also, under
usefulness of information, the location is not relevant to the overall goals of the campaign. The
Let’s Move! campaign is a interesting example because it serves multiple audiences, particularly
important because children of a certain age cannot sign up on social media. Further, the coding
scheme should be adjusted depending on the social media platform. For example, both Facebook
and Twitter have different features and ways for the audience to engage.
Future studies should distinguish between the effectiveness of focusing on dialogic
communication versus credibility. Lastly, the research found that campaigns differ in their use of
the retweet function. Further studies should be conducted to explore the effectiveness of retweets
for public engagement. Future studies should examine a larger tweet selection from the
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campaigns for generalizing purposes. Campaigns do not work in a vacuum, they are also on other
new media and traditional media forms, such as public service announcements. For a more
thorough understanding of the overall effectiveness of the campaigns, researchers should
examine postings across both traditional mass media sources and new media combined. This
study also could not evaluate the campaigns’ effectiveness, and future studies should examine,
through focus groups and experiments, the potential of social media for shaping behavior and
raising awareness among its targeted population. The study did not examine the audience
(followers) of the campaign to see if they match the targeted population intended for the public
health campaign. Future research should examine the characteristics of followers to see if they
matched the targeted population (i.e. The Heart Truth is intended for women). The Let’s Move!
and Truth campaign had the most followers and most engagement out of the four total
campaigns.
Conclusion
This study proposed an examination of the use of Twitter by public health communication
campaigns. It furthers the research on the dialogic theory in health communication. The findings
were consistent with previous research on the subject, and suggest that most health campaigns do
not take advantage of the dialogic potential of social media platforms. However, the Truth
campaign was an exception, and through its use of dialogic communication, it did have the most
public engagement out of all four campaigns. While this study did not investigate behavioral
change, it provided a clearer understanding of how health campaigns can maximize their use of
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Twitter. From these research findings, further studies can begin to explore how to effectively use
social media strategies for sending persuasive health messages.
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Appendix A: Tweets
Figure 1.1
Let’s Move campaign: Ever wonder how to cook with turnips? The @WhiteHouse chefs show
you how: go.wh.gov/CurryTurnips #TurnipForWhat (Links to Outside Sources)
Figure 1.2
The Heart Truth: LDL and HDL cholesterol mean different things for your risk of heart disease.
Find out the difference: owl.li/YZZua (Health Information & Tips)
Figure 1.3

Figure 1.4
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Figure 2.1
The Heart Truth: A9: Follow us on Facebook as we share more small steps to stay healthy,
#FromTheHeart! Owl.li/10A4Rf #FDAHealthChat

Figure 2.2
The BCA Campaign: See how we’ll be honoring #WorldCancerDay this week -- follow us on
Instagram @BCAcampaign #BCAstrength

Figure 3.1
The Heart Truth: True or False: Hispanics born in the U.S. are more likely to be smokers than
Hispanics born outside the U.S. #MinorityHealthMonth
Figure 3.2
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Let’s Move!: RT to spread the word: Every kid deserves to go and explore the great outdoors.
#EveryKidInAPark
Figure 3.3
Truth campaign: Tune in @twitch tmrw 3 pm ET to watch @TheJWittz slay Mario Maker levels
+ learn how you could win something MAJOR

Figure 4.1
The Heart Truth: In Reply - Thank you! Nothing better than delicious AND healthy!
Let’s Move!: Can you spot @FLOTUS on the Times Square jumbotron with @TeamUSA?
#100DaysOut #RoadToRio
Figure 4.2
Truth campaign: We
#MaliaObama's shirt…think she’d collaborate on merch with us?
#DREAMS http://thecut.io/2c8hBCC
Figure 4.3
BCA Campaign: One of the ways we take action against breast cancer is through exercise. How
do you? Tweet us! #BCAstrength

